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H ammootoAn tou oxedlaopou

e Anuwoupyia aélog
* Nwg;
— Ektelvovtacg tn okePn mEpaA amo ta opLa
— AvakaAupn aveéepevnTtwy eMIAOYWV
— Emivonon tou « NEOY»
— MNapoywyn eVOANAKTIKWV
— Emibilwén tng AettoupyLkotTnNTOC
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EpyaAeia 2xedloopou

Katavonon nmelatwv (Customer Insight)
Eneéepyaoia tbewv (Ideation)
Onttikomoinon tn¢ okednc (Visual Thinking)
Mpwtotunonoinon (Prototyping)

Adnynon (Storytelling - Narration)

YevapLa (Scenarios)



1. Katavonon neAatwv

* Agev OpKEL VAL PWTNOOUME TOUC TIEAATEC
— «Av elya pwtAOEL TOUC TIEAATEG Hou TL BEAouV Ba pou elyav amavtioel
gva Taxutepo aloyo» (H. Ford)
* [pEmel va KATOVONoOUpE TN B€0n Toug
— Mwg ko yoti Asttoupyouy;
— TiLepnepla anokopilouy;
e OxL povo armod to nmpoiov, aAAd CUVOALKA
e Ta KavaAla SLavounc
* Tig oX€oELC Kl AAANAETILOPAOELG UE TNV ETXELPNON
* Tig cuVaAAQYEC
* H wotoplkn eumelpia 6ev amoteAel evdelen yia to LeEAAov

— H onpepwvn €81k ayopad Umopel val armoteAECEL TNV KUPLOL AyOopA OTO
HEAAOV: TL.X. Zipcar



Y oy

TL epyaoiec XpelAleTOL VA OLEKTIEPALWOOUV OL TIEAATEC KOl TIWC UITOPOULLE
va Tou¢ BonBnooups;

Moteg eivat ot mpoodokiec/dhodoéiec Touc; Nwc pnopeite va fondrioste
va enitevyBouv;

Mwc mpoTipoUV va Toug areuBuvovtal; Mwc EVTAooETaL N TToPOoX MO
oTnNV KaBnuepvr Asttoupyia Toug;

TLoxéon npocodokoUlv va avantuxBel petay pog;

Mo tota(-£¢) a&io(-gc) eivat mpaypatikd StateOeLpévol va TANPWooUV;



O xaptn¢ epmadeloc

What does she

THINK AND
FEEL?

what really counts
major preoccupations
waorries & aspirations

What does she What does she

HEAR? SEE?
i what friends say environment

what boss says friends

what influencers say what the market offers

What does she

SAY AND
DO?
attitude in public
appearance
behavior toward others

PAIN GAIN

fears wants,/needs
frustrations measures of success
obhstacles ohstacles

Source - Adapted from XPLAMNE



2. Emnetepyaoio tbewv

@
* MNapaywyn Wewv
KOl - Ayvoeiote TNV Ta€n
TIPOYLLATWV
e JUvBeon: - ZgXAoTe To MapeAOOV
- Mnv Koltdte Toug
— AvdAuon QVTOLYWVLOTEC
- ApdopBntiote tnv
— 2ugntnon opBodoia
— Zuvbuaouo¢ < I) y

— Eotlaon o oplOPEVEC UAOTIOLNOLUEC EVAANOKTIKEC

 Audlopfnitnon twv oplwv petafl kKAAdwv, SpaotnploTATWY
KOK



Entikevtpa tov EM

Baolopévo Me Bdon tnv
OTOUC TTOPOUC npoodopd atiog
Touc TENGTEC XPNLOTO-OLKOVOLLKS. MoANartAa emikevTpa

]t




What if?

OL teAatec cuvappoAoyol ooV Ta ETILTAQ

Aev urtnpxav BLBAL;

)gpsd)vaue TOUC KLVNTNPEC ALEPOTIAAVWV HE TNV
wpa;

Ot Bwteo-kANnoeLc Ntav dwpeav;

Aev toulovoape aAAQ voLKLAOLE AUTOKIVNTO LE
NV wpa;

Aovellope xppoToL 0 Evoc oTtov AAAo avti va
nnyaivoupe otnv tpamnela;

Aev elaLE aUTOKLVNTA,



H dtadkaota

* Ouada pe mokAotnTa
e Aladlkaoia Katalylopou LOewv:
— Eotioon og €va {Atnua
— Kavovec: avaBoAn kplong, Eva Bepa tn popa, omrtikomoinon, TPEAA ...
— Muwa eikova ...
— Zéotaua



3. Ontkomoinon TNC okEYNC

Post-it

Alaypappoto

— ... To daooc

— Avadelén tTwv ocuvOECEWV-OXECEWVY
EpummAouTiopnoc tou StaAoyou

— Avadeien twv mapadoyxwv

— Kown yAwooa

— Kowvn katavonon

E€epevvnon bewv

— Adopun

— Mowyvidbl — what if



Ontikn adnynon

Xaptoypadnon tov EM

Elkovormoinon otowxeiwv

[MpoodLoplopoc TNC aapnNyNUATIKNC KAWOTNC
Adrynon



4. MpwTtotumnonoilnon

[TOAAQ EVOAANOKTLKA TIPWTOTUTIA

ALOPOPETIKEC TIPOOEYYLOELC KOlL OTTTLKEC,
OYVOWVTOC TOUC KOVOVEC

— 2€ SL0POPETIKEC KALMOKEC
Eumnvevon amo kabe adopun
E€epelvnon kabe EM



5. Apnynon

H Agupa TNC EMLXEilpNONC
H MAgupa TOU TLEAQTN

H mAgupa tou ...
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Talk & ImagEe Video Clip Rale Play Text & Image Lamic Strip

DESCRIFTION Tell the story of 2 pratage-  Tellthe storyof 2 pratage-  Have poople play the rodes Tell the stary of 2 protage-  Use 3 sedes of cartoon

i<t and his @nvincnameant mist amnd has environmeant of a storys protagonists mist and his environment images to tell the story
using one or saveral images  using wideo to blur lines tamake the scanarie real using test and one of of a protagondst ina tan-
betvwean reality and fiction  and tangible severalimagas mibsleway
WHENT Group or conferance Broadcast to large audi- Wk shops where par- Raports or broadcasts Reports or broadcasts
presantation ances ar in-house use for ticipants present newly te large audisnces to large audiences
da isions with impor tant developad business maosdal
funancial implica bions ideas o each other

TIME & COST  Low Medium to high Lo Lo Lowy' 10 medi um



6. ZevapLa

* [l SLOLPOPETLKA TLALOTOL OLYOPOLC
* MeAAOVTIKEC e€eAileLC
* ALOPOPETIKEC CUUTTEPLPOPEC



Dieslgn At tud e

Managing as Designing
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by Tom Kelley { Profile Business, 2008)

Customer Insights

Skete hing User Experences: Gattng

the Design Right and the Right Deslgn

by Bil | Bustton { Elsawvier, 2007 )

Designing for the Digital Age: How to Create
Human-Centered Products and Services

by Kim Goodwin { ohn'Wiley & Sons, Inc. 2009)

Ideation

Thee Art of Inmovatlsn: Lessons in Creativity

from IDEO, Amerea’s Leading Deslgn Fim
by Toam Eelley, lonathan Littman, and

Tom Peters { Broadwiay Business 3001)
IdeaSpot ting: How to Find Youwr Next
Great ldea

by Sam Harrison {How Books, 2006)

Visual Thinking

The Back of the Mapkin: Sshving Problems
and Selling |deas with Plctures

b Dan Roam { Portfale Hardoower, 2008)
[Brain Rules: 12 Princlp les for Surviving
and Thriving at Work, Home, and School
by John Meadina {Pear Press, 2004)

{pp. 211-240)

Protot yping

Serlows Play: Haw the Warld's Best
Companies Simulate to Innovate

by Michael Scheage {Harvard Business

Press 19940)

Dvess el iy, vk st e

by Bill Megaridge (MIT Pres< 2007) {ch. 10)

Storytelling

TheLeader's Guide to Storytelling: Mastering
the Art and Discpline of Business Narrative
by Staphen Denning {Jossey-Bass, 2005
Made to 5t ck: Why Seme ldeas Survive

and Others Die

by Chip Heath and Dan Heath

{ Random House, 2007)

Scenaries

The Art of the Long View: Planning for

the Fubwre in an Wncertaln Werld

by Pater Schweartz {Currency Doubleday, 1996)
Using Trends and Scenaros as Toals for
Strategy Development

By LI Pil leahan { Public is Cor porate

Publishing. 2008)



